Of course, of specifi c interest to consumer researchers are the eff ects of product imagery. Research in this direction reveals that instructing individuals to use their imagination while processing the product information (Keller & Block, 1997; Keller & McGill, 1994; Krishnamurthy & Sujan, 1999; McGill & Anand, 1989) or incorporating imagery appeals in an ad (Babin & Burns, 1997; Bone & Ellen, 1992; Escalas, 2004) can enhance product evaluations and the likelihood of purchasing the product. For example, in one of the fi rst studies on the eff ects of imagination in a consumer context (Gregory et al., 1982) , half of the residents in a neighborhood were given information about the features of a cable service. Th e other half of the residents were asked to imagine themselves utilizing the features of the cable service. Several weeks later, representatives from the cable company solicited these residents' orders for cable service. Th e results revealed that 19.5% of the residents who had only heard the features of the product subscribed to the service. However, among those that imagined having the cable TV service, the subscription rate was 47.4%. Simply asking consumers to imagine having the product doubled the sales rate.
Given the evidence for the eff ects of imagery on consumers' judgments and behavior, it is important to understand the mechanisms through which such eff ects occur. Researchers have suggested several mechanisms, yet how imagery changes consumers' preferences and behavior is not fully understood. Hoping to spur more research in this direction, we review the existing evidence for the processes underlying the eff ects of imagery and suggest unexplored possibilities. We also review variables moderating these eff ects and outline conditions under which asking consumers to imagine their experience with the product can be particularly eff ective or, alternatively, can decrease the likelihood of purchasing the product. Our goal is twofold: to provide an integrative view of the diff erent approaches toward the use of imagery as a strategy of infl uence, and to inspire new ideas in this fascinating domain of consumer psychology.
PROCESSES UNDERLYING THE EFFECTS OF IMAGERY
Visualizing is a way of knowing: it is a mode of generating knowledge. . . . How we see determines what we see; and how we see is embodied in our mental images. By virtue of their condensing impulse, images have a kind of power that abstract ideas can never have.
Mervyn Nicholson, 13 Ways of Looking at Images

Traditional Approaches
Traditional approaches in persuasion research have focused on processes such as aff ect, consideration of arguments, and recall. Such approaches have been applied to the eff ects of imagery as well. For example, studies suggest that because of the aff ective responses it evokes, imagery can enhance product evaluations (Bolls, 2002; Goossens, 1994 Goossens, , 2000 Mani & MacInnis, 2001 ; Oliver, Th omas, & Mitchell, 1993; Strack, Schwarz, & Gschneidinger, 1985) . Research also reveals that information processed using imagery is stored in both a sensory code and a semantic code; thus imagery has multiple linkages in memory (Childers & Houston, 1984; Kieras, 1978) and is more easily retrieved than information stored in a semantic code only (Houston, Childers, & Heckler, 1987; Pavio, 1971) . Given the role of information accessibility, it has also been suggested that vivid information or instructions to imagine the product are likely to infl uence product preferences by increasing the accessibility of favorable product-related information (Kisielius & Sternthal, 1984 . Th is proposition, known as the availability-valence hypothesis, further suggests that because imagery can increase cognitive elaboration, it can increase or decrease product preferences according to the valence of the product information made accessible. Th at is, imagery can increase the accessibility of not only favorable but also unfavorable product information. In such cases, asking consumers to imagine the product experience can decrease product preferences.
Despite the evidence in support of these processes, more recent research suggests that there are additional processes taking place when consumers imagine the product experience. For example, Mani and MacInnis (2001) and Escalas (2004) reported that imagining the consumption experience infl uenced consumers' aff ective responses. In both studies, however, imagery had a positive eff ect on product preferences even when controlling for aff ect, suggesting that aff ect alone cannot account for the positive eff ects of the imagery on product evaluations. Furthermore, positive aff ect would not account for the eff ects of imagery on estimates of the likelihood of negative events such as being arrested for armed robbery (Gregory et al., 1982) or the eff ects of imagery on the likelihood of performing behaviors evoking negative aff ect (e.g., blood donation; Anderson, 1983) .
Similarly, imagery appeals may engage processes that are diff erent from those evoked by simply presenting individuals with a pictorial product depiction. A recent set of studies revealed that, consistent with the availability-valence hypothesis, increasing the vividness of the product depiction resulted in a greater number of product-relevant thoughts and greater recall of the product information (Petrova & Cialdini, 2005) . However, these eff ects were not observed with regard to imagery appeals. In fact, instructing participants to process the information using their imagination decreased product-related thoughts, thoughts about specifi c product attributes, and recall of the product attributes. It has also been demonstrated that imagining the process of using the product can make consumers less sensitive to the strength of the arguments in the ad (Escalas & Luce, 2003 . Furthermore, the eff ects of imagery were not mediated by cognitive elaboration (Schlosser, 2003) ; neither were they moderated by the individuals' dispositional tendency to spontaneously elaborate on information (measured with the Need for Cognition Scale; Cacioppo, Petty, & Kao, 1984; Green & Brock, 2000; Schlosser, 2003) . According to these fi ndings, imagery may not necessarily increase consideration of the positive and negative features of the product and in some cases may even decrease elaboration on the message arguments. Th us, additional processes may be taking place when consumers imagine their future experience with the product. Recent investigations provide some insight into this possibility.
New Approaches
Transportation and reduced counterarguing. Contemporary investigations reveal conceptually new processes that may be taking place when consumers engage in imagining the product experience. One such approach stems from fi ndings in the area of narrative transportation. As research on the persuasiveness of narratives reveals, narratives are eff ective in changing attitudes and beliefs because they transport individuals into a diff erent reality, thus reducing consideration of the positive and negative aspects of the message (Green & Brock, 2000) . Th e process of transportation has been described as "immersion into a text," and being "lost" in a story (Green & Brock, 2000, p. 702) . "A person engaged in elaboration might be accessing his or her own opinions, previous knowledge, or other thoughts and experiences in order to evaluate the message at hand. Under high elaboration, connections are established to an individual's other schemas and experiences. In contrast, under high transportation, the individual may be distanced temporarily from current and previous schemas and experiences " (p. 702) . Imagery may infl uence product evaluations through a similar mechanism, by transporting consumers into a distant reality and reducing their attention to the favorability of the product information (Escalas, 2004 (Escalas, , 2007 . When individuals are transported into an imagined world, they may not be motivated to correct for their initial beliefs and expectations, because (a) they may not believe that the imagery had an eff ect on them, and (b) interrupting the imagery to counterargue the information can make the experience less enjoyable. Moreover, because experiencing the imagery is likely to occupy considerable mental resources, individuals may not be able to correct for the initial eff ects of the imagery on their evaluations. Indeed, recent research suggests that when consumers imagine their experience with the product they are less likely to evaluate the specifi c product attributes and counterargue the message arguments. For example, argument strength had an impact on the evaluation of the brand when individuals were not asked to imagine their experience with the product, but it did not have an impact when participants engaged in imagery (Escalas, 2004 (Escalas, , 2007 . Furthermore, when the product was described in a narrative, the inclusion of undesirable product features in the presentation did not aff ect product evaluations, although this information did undermine evaluations when the product features were presented in a list format (Adaval & Wyer, 1998) . When presented with the narrative description of the product, participants processed the information in a holistic manner and were less likely to draw inferences based on the specifi c attributes presented in the ad. Such fi ndings are consistent with research examining the eff ects of imagery on comparative advertising, which demonstrates that advertisements comparing the product to its competitor are eff ective under analytical processing but not under imagery processing (Th ompson & Hamilton, 2006) . Again, these fi ndings suggest that when individuals process product information using their imagination, they are not likely to consider the positive and negative aspects of the presented information, but rather they adopt a more holistic approach, transporting themselves into a fi ctitious reality.
Th e imagery accessibility account. Another general area of research that has spurred new investigations into the processes underlying the eff ects of imagery focuses on consumers' subjective experiences of fl uency. A considerable amount of evidence has been accumulated to demonstrate that when forming attitudes, opinions, and judgments, individuals are likely to take into account not only the content of the information with which they are presented, but also the ease with which this information comes to mind (Schwarz, 1998 (Schwarz, , 2004 . For instance, consumers may not necessarily base their product evaluations on the content of the product information with which they are presented; they may base their evaluations instead on the fl uency with which they can process this information (Lee & Labroo, 2004) . Furthermore, consumers oft en base their product preferences not on the number of arguments for purchasing the product that they can generate, but rather on the subjective accessibility of these arguments (Menon & Raghubir, 2003; Wänke, Bohner, & Jurkowitsch, 1997) .
Based on this approach, in contrast to examining the impact of imagery on consumers' elaboration on the message arguments, the imagery accessibility account focuses on the metacognitive experiences involved in processing product information using imagery. For example, when purchasing a house, consumers may consider how easily they see themselves living in this house. Typically, individuals can easily imagine having products that are suitable for them, that they intend to purchase, or that they desire; therefore, simulating the product experience can be an effi cient decision-making strategy. However, the ease with which consumers can imagine themselves with the product can also be infl uenced by factors irrelevant to their intentions or the merits of the product. For example, when a consumer is deciding on a vacation destination, an image of a vacation in Hawaii might come to mind easily if the individual has previously been provided with imagery-evoking information in brochures or movies. Engaging consumers in product imagery through use of such commercial images of the consumption experience can create readily accessible mental representations of having the product and can increase the ease with which such representations will spring to mind during the decision-making process.
Indeed, research suggests that we tend to use the ease with which we create a mental representation of an event to estimate the likelihood of an event (Sherman et al., 1985) . Furthermore, the ease of imagery generation has been found to infl uence not only the perceived likelihood of external events but also product evaluations and purchase intentions (Dahl & Hoeffl er, 2004; Petrova & Cialdini, 2005; Zhao, Hoeffl er, & Dahl, 2007) . Further evidence about the role of imagery accessibility comes from research on the eff ect of hypothetical questions. As a number of studies in this area have demonstrated, simply asking individuals about the likelihood that they will engage in a behavior could make them actually perform the behavior (Fitzsimons & Morwitz, 1996; Greenwald, Carnot, Beach, & Young, 1987; Morwitz, Johnson, & Schmittlein, 1993) . More recent research, however, reveals that this eff ect is moderated by the ease with which individuals can generate a mental representation of the behavior (Levav & Fitzsimons, 2006 ). Th at is, when asked a hypothetical question about engaging in an activity, individuals spontaneously engage in generating a mental representation of the behavior. Subsequently, they base their intentions to actually perform the behavior on the ease with which a mental representation of the behavior was generated.
Th ese fi ndings suggest that when considering buying a product, individuals may spontaneously attempt to create a mental representation of the product experience. By increasing the accessibility of such representations, imagery appeals can increase the likelihood of purchasing the product.
Imagination-behavior link. A third source of new insight into the eff ects of imagination comes from research on automatic processes. According to the principle of ideomotor action (James, 1980) , the mere act of thinking about a behavior may increase the tendency to engage in that behavior. "We may lay it down for certain that every representation of a movement awakens in some degree the actual movement which is its object" (p. 526). According to James's proposition, activating a representation of the behavior through imagining may increase the likelihood of activating the behavior itself. Contemporary investigations provide fi ndings consistent with this idea. Research on the perception-behavior link suggests that the activation of a perceptual representation may lead to the corresponding behavior (Bargh, Chen, & Burrows, 1996; Bargh, Gollwitzer, Lee-Chai, Barndollar, & Trörschel, 2001; Chartrand, Maddux, & Lakin, 2005; Dijksterhuis & Van Knippenberg, 1998) . Research on ironic processes has also demonstrated that under conditions of limited attentional resources "the mere act of thinking about a behavior causes the behavior, even when the thought involved is meant to help prevent that behavior" (Ansfi eld & Wegner, 1996; Wegner, 1994) . Because imagery and perception involve similar mental processes (Segal & Fusella, 1970; Unnava, Agarwal, & Haugtvedt, 1996) , we may expect that-by activating a mental representation of consuming the product-imagery may evoke the actual consumption.
Neurophysiological research also suggests an automatic link between imagination and behavior (Decety, Jeannerod, Germain, & Pastene, 1991; Jeannerod, 1994 Jeannerod, , 1997 Paus, Petrides, Evans, & Myer, 1993; Pulvermuller, Harle, & Hummel, 2001; Rizzolatti & Arbib, 1998) . A growing body of functional imaging research suggests that imagining an action and the actual production of the action rely upon common neural structures. For example, thinking about a word or gesture leads to the same activation in the anterior cingulated cortex as actually uttering the word or making the gesture (Paus et al., 1993) . Similarly, imagining performing actions such as fi nger and toe fl exion and extension and simultaneous horizontal movements of the tongue activated specifi c somatosensory and motor areas activated during actual motor execution that were also activated during actual performance of these movements (Ehrsson, Geyer, & Naito, 2003) . In another study, participants were asked to perform, imagine, or prepare for specifi c hand movements while undergoing functional MRI scanning. Th e results revealed that the actual hand movements activated components of the motor system, including the primary motor and somatosensory cortex, the supplementary motor area (SMA), the thalamus, and the cerebellum. When participants imagined these movements or prepared to perform them, the primary motor cortex, the SMA, and the thalamus were activated (Michelon, 2005) . Similar results have been reported with imagining more complex actions such as running, rowing, or weightlift ing. Imagining such behaviors triggered neurophysiological activities comparable to those generated by actually engaging in these behaviors (Decety et al., 1991; Jeannerod, 1994 Jeannerod, , 1997 .
Th ese fi ndings suggest that imagination and behavior may share the same motor representations, which may be triggered during mental simulation as well as by action preparation, execution, or observation. By activating a picture in front of the mind's eye, imagery may simultaneously activate the corresponding action. Despite this initial evidence, the automatic link between imagination and behavior in the context of more complex actions-including purchase behavior-is yet to be examined. As the integration of neuroscience and consumer research has proved fruitful in other domains (Yoon, Gutchess, Feinberg, & Polk, 2006) , the use of neuroimaging to test the automatic link between imagination and purchase behavior is likely to be a worthy endeavor.
VARIABLES MODERATING THE EFFECTS OF IMAGERY
Th e only limit of imagethinking is the unimaginable.
Mervyn Nicholson, 13 Ways of Looking at Images
Vividness of the Product Information
For imagery processing to occur, it is important that consumers be provided with suffi cient knowledge and concrete cues (Pavio & Csapo, 1973; Richardson, 1983; Wright & Rip, 1980) . Oft en, however, consumers are invited to imagine the product experience without being provided with such cues. For example, suppose you receive the following e-mail:
Earn up to 32,500 bonus points with American Express! Take a moment to consider all the rewards you can earn with Hilton HHonors points. Now, picture earning more points everyday for even greater travel rewards. American Express is providing you with a limited time opportunity to turn the best Hilton HHonors rewards you can imagine into a valuable reality! Without a vivid description of the off ered rewards, you would probably fi nd it diffi cult to imagine yourself earning these rewards as suggested in the message. How would that infl uence the likelihood that you would enroll in the promoted program?
Research examining the use of vivid information as an imagery-eliciting strategy has employed various ways to manipulate vividness; these include presence versus absence of pictures (Keller & Block, 1997; Kiseilius & Sternthal, 1984) , concrete versus abstract pictures (Babin & Burns, 1997; Mitchell & Olson, 1981) , concrete versus abstract words Rook, 1987) , narrative versus statistical information (Keller & Block, 1997) , and detailed product description versus expert ratings (Petrova & Cialdini, 2005) . Based on the premise that concrete words can stimulate greater generation of imagery (MacInnis & Price, 1987; Pavio & Csapo, 1973; Pavio & Foth, 1970; Pavio, Yuille, & Madigan, 1968; Richardson, 1980) , research demonstrates that messages using concrete wording are more persuasive than those using abstract wording (Adaval & Wyer, 1998; Rook, 1987) . Studies manipulating the vividness of the information through the use of pictures further indicate the capacity of pictures to evoke imagery (Bugelski, 1983; Finke, 1980; Pavio, 1971; Shepard, 1967; Singer, 1978) and infl uence product evaluations (Childers & Houston, 1984; Lutz & Lutz, 1977 Macinnis & Price, 1987; Mitchell, 1986) .
Th e vividness of the product depiction has a special role in the eff ect of imagery appeals. Vivid product attributes have a disproportionate infl uence on product preferences when consumers pro-cess the product information using imagery (Keller & McGill, 1994; McGill & Anand, 1989) . Moreover, because consumers are likely to base their purchase intentions on the ease with which they can imagine the product experience, asking consumers to imagine the product experience in the absence of vivid product information may not only be ineffi cient but may actually decrease the likelihood of purchasing the product (Petrova & Cialdini, 2005) . For example, when the photograph in a vacation ad was modifi ed to resemble an abstract painting, incorporating imagery appeals in the ad decreased its persuasiveness in comparison to that of an ad that lacked such appeals. Similarly, when a restaurant was described with highly positive numerical expert ratings, asking individuals to process the information using their imagination decreased the likelihood of their purchasing the product. On the other hand, imagery appeals increased product choice when the abstract information was replaced with a vivid, imagery-evoking description (e.g., the dining room, with its old wooden fl oor and peach color walls, basks in a soft gentle light . . . the meat is so tender that you can feel it melt on your tongue).
Importantly, these eff ects were observed despite the fact that the vivid and the nonvivid product depictions were equally persuasive in the absence of imagery appeals (Petrova & Cialdini, 2005) . According to these fi ndings, the type of processing strategy that consumers engage in determines whether vivid information is more persuasive than abstract, nonexperiential information. In fact, when individuals are motivated to process the information analytically and to make a logical decision, describing the product with vivid, imagery-evoking information decreased the likelihood of choosing the product (Petrova & Cialdini, 2005 ). Yet, presenting a vivid product depiction is crucial when consumers are asked to imagine their future experience with the product. Without a vivid product depiction, imagery appeals may not only be ineff ective, they can decrease the persuasiveness of the message.
Cognitive Load
In order for consumers to imagine their future experience with the product, they should not only be provided with the appropriate information; they should also have the cognitive capacity to do so. Because imagery is a resource-demanding process (MacInnis & Price, 1987; McGill & Anand, 1989; Unnava et al., 1996) allocating resources to another cognitive task may undermine its eff ects. For example, in a study by Shiv and Huber (2000) , cognitive load was manipulated by asking participants to memorize a nine-digit number that prevented them from engaging in mental imagery. Th is diminished the otherwise observed shift in preferences between anticipated-satisfaction judgments and choice. Increased cognitive load may also result from considering factual information simultaneously with constructing the suggested mental image. For example, along with imagery-evoking information, product depictions are frequently accompanied by nonexperiential information such as numerical ratings, technical specifi cations, or attribute comparisons. A potential drawback of such an approach is that consumers may experience diffi culty in simultaneously processing these two types of information. For instance, adding numerical expert ratings to a vivid product depiction undermined the eff ects of imagining instructions despite the fact that the numerical ratings enhanced product preferences when participants were processing the information analytically (Petrova & Cialdini, 2005) . In another study, adding statistical information to a story of success diminished the otherwise positive eff ect of the story on participants' expectations for their own success (Mandel, Petrova, & Cialdini, 2006) . Comparative information can have similar eff ects. For example, adding attribute comparison between the advertised brand and the competitor undermined brand preferences under imagery processing. Th is eff ect was observed despite the fact that the comparative information had a positive eff ect on brand attitudes when participants engaged in analytical processing (Th ompson & Hamilton, 2006) .
According to these fi ndings, when consumers engage in imagery, adding nonexperiential information will not only fail to increase the persuasiveness of the message but can undermine the eff ects of imagery appeals. Th at is, imagery instructions are likely to be eff ective only when the vivid information is the only information that the consumer considers. Further research is needed to examine the eff ects of cognitive load on imagery. Th is research would benefi t from examining the impact of other factors that can undermine consumers' cognitive capacity to generate the suggested imagery (e.g., time pressure, distractions in the environment). Along with its practical implications, such research would provide better light into the cognitive processes involved in the eff ects of imagery on product preferences.
Self-Relevant Versus Other-Relevant Imagery
Engaging in imagery may have diff erent eff ects on subsequent evaluations and behavior, according to whether consumers imagine themselves or another person. A number of studies demonstrate that visualization has stronger eff ects on one's intentions if it involves the self, rather than another person (Anderson, 1983; Bone & Ellen, 1992; West, Huber, & Min, 2004) . For example, in a set of studies by Bone and Ellen (1992) , participants heard a popcorn radio ad in which they were asked to imagine either themselves or an eccentric chemistry professor consuming the advertised product. Th ose who imagined themselves reported greater imagery generation, more positive attitudes toward the brand, and greater likelihood of purchasing the product than those who imagined another person (in this case, an eccentric chemistry professor). Research examining the eff ects of self-versus other-relevant imagery evoked by reading a narrative story about another person revealed consistent results. Reading about someone else's success increased participants' luxury brand preferences and expectations for their own success, but only when participants could easily imagine themselves in the story (Mandel, Petrova, & Cialdini, 2006) .
Neuroimaging research has further revealed that imagining the self and imagining another person are related to somewhat diff erent brain activities. For example, participants in a study by Ruby and Decety (2001) were trained to imagine either themselves or another individual performing a series of actions. Both self-relevant and other-relevant imagery activated common clusters in the SMA, the precentral gyrus, and the precuneus. However, some diff erences in the activated areas when imagining oneself or another person were also observed. While imagining the self was specifi cally associated with increased activity in the left inferior parietal lobule and the left somatosensory cortex, imagining another person activated the right inferior parietal lobule, the posterior cingulate, and the fronto-polar cortex (Ruby & Decety, 2001) . Th e eff ects of self-versus other-relevant imagery have also been studied in the experience of pain. Both imagining oneself and imagining another individual in pain have been found to activate the neural network involved in pain processing, including the parietal operculum, ACC, and anterior insula (Jackson et al., 2005) . However, imagining the self in pain resulted in higher pain ratings and involved the pain matrix more extensively in the secondary somatosensory cortex, the posterior part of the anterior cingulate cortex, and the insula proper.
Th ese results suggest that consumers are more likely to purchase a product when they imagine themselves using the product rather than another person. However, there is a notable exception to this conclusion. Under some circumstances, instead of asking consumers to imagine themselves with the product, marketers would be better advised to ask consumers to imagine a broader audience. Th at is, when imagining their experience with a product, consumers usually rely on past experience with similar products. However, when it comes to novel, innovative products that allow consumers to do something they have never been able to do before (Robertson, 1971; Ulrich & Eppinger, 2000) , consumers could no longer rely on their own past experiences. In this case it is more eff ective to encourage more abstract imagery (e.g., imagine how a consumer can use this notepad to transfer handwritten notes to a digital fi le; Dahl & Hoeffl er, 2004) . Although further research is needed to examine the processes involved when consumers imagine really new products, these fi ndings suggest that under some conditions, other-relevant visualization may result in more positive evaluations of the product than self-relevant visualization.
Process-Oriented Versus Outcome-Oriented Imagery
Recent research distinguishes between process-versus outcome-based mental simulation (Escalas & Luce 2003 Oettingen & Mayer, 2002; Pham & Taylor, 1999; Rivkin & Taylor, 1999; Taylor, Rivkin, & Armor, 1998) . Process-focused imagery emphasizes the actions necessary to achieve an outcome. It encourages plan formation by creating a step-by-step story or narrative. Outcome-focused imagery, on the other hand, emphasizes the end of the story, such as the positive benefi ts of consuming the product. Escalas and Luce (2004) found diff erent mechanisms involved in the two types of imagery. In outcome-focused imagery, individuals' sensitivity to argument strength increased when participants were explicitly asked to pay attention to the information in the ad. Th is fi nding is consistent with the elaboration likelihood model of persuasion (Chaiken & Trope, 1999; Petty & Cacioppo, 1986) and with the availability-valence paradigm (Kissielius & Sternthal, 1984) . However, Escalas and Luce found that under process-focused imagery, asking participants to pay attention to the ad decreased the participants' sensitivity to argument strength. Th is fi nding is consistent with the transportation and reduced counterarguing explanation of the eff ects of imagery (Escalas, 2004; Green & Brock, 2000) as well as with the imagery accessibility account (Petrova & Cialdini, 2005) .
One variable that may infl uence whether individuals will engage in process-or outcome-focused imagery is the temporal distance of the imagined event. According to the construal level theory (Liberman & Trope, 1998; Trope & Liberman, 2000 , the temporal distance of an event changes the way in which that event is mentally represented. When consumers think of near-future events, they tend to focus on concrete aspects such as the product feasibility. On the other hand, when making a decision about consequences in the distant future, consumers are more likely to think of abstract features of the product such as its desirability. It is possible, therefore, that consumers will be more likely to engage in process-oriented simulation when imagining a near future event and more likely to engage in outcome-oriented simulation when imagining a distant future event. If that is the case, marketers should be highlighting diff erent features of the product depending on the temporal distance of the imagined event. Moreover, messages that are relevant to near future consumption and distant future consumption should be structured in a way that facilitates the type of mental simulation in which consumers are likely to engage. Marketers should also be aware that focusing on diff erent features according to the temporal distance of an event can lead to inconsistency of preferences over time (Liberman & Trope, 1998 ). Th at is, when considering a purchase in the distant future, consumers may choose the option that is more desirable. However, when the time for making the purchase approaches, consumers may shift their preferences toward the more feasible option. One way to prevent such shift in preferences is to engage consumers who consider a distant future purchase in process-oriented mental simulation and thus increase feasibility-related considerations. As a result, consumers will be more consistent in their preferences at the time of making the initial decision and the time of purchase (Zhao, Hoeffl er, & Zauberman, 2007) .
Individual Diff erences
Dispositional imagery vividness. Individuals' ability to generate vivid mental images has been shown to be a stable dispositional characteristic. Several scales exist to measure dispositional imagery abilities. For example, Betts's Questionnaire Upon Mental Imagery (QMI) assesses individual differences in imagery vividness in regard to visual, auditory, cutaneous, kinesthetic, gustatory, olfactory, and organic modalities (Betts, 1909; Sheenan, 1967) . Another scale, the Vividness of Visual Imagery Questionnaire (VVIQ; Marks, 1973) , assesses imagery abilities in regard to visual images only. Research using measures of imagery abilities has demonstrated the impact of dispositional imagery vividness on a variety of psychological processes; these include hypnotizability (Crawford, 1982) , creativity (Shaw & Belmore, 1982) , and information processing (Hiscock, 1976; Marks, 1973; Pham, Meyvis, & Zhou, 2001; Swann & Miller, 1982) .
Th e individual's ability to generate mental images can also infl uence the eff ect of imagining instructions. For example, individuals high in dispositional imagery vividness were better able to memorize a sentence when they were instructed to create a mental image of the situation in the sentence rather than repeat the sentence to themselves. For low imagers, however, both strategies were equally eff ective in memorizing the target sentences (Slee, 1978) . Similarly, in a study by Bone and Ellen (1992) , participants' imagery ability had an eff ect on (1) the reported vividness of the image of consuming the advertised brand and (2) the subjectively perceived ease of imagining experiencing the product. Th ese two variables, in turn, had a signifi cant impact on the attitudes toward the advertised brand. Diff erences in imagery abilities can even reverse the eff ects of imagery appeals. Consistent with the imagery accessibility account, imagery appeals enhanced attitudes and intentions toward purchasing the product for high imagers, whereas among low imagers, diffi culties in creating the suggested mental image decreased subsequent product evaluations (Petrova & Cialdini, 2005) .
Internal focus. Because imagery involves processing information by generating an internal sensory representation of the perceived information, individuals who tend to focus on their internal representations and experiences are likely to be infl uenced by imagery processes to a greater extent. Th e tendency of individuals to pay attention to their internal experiences has been well documented as a stable dispositional variable (Fenigstein, Scheier, & Buss, 1975) . To measure the general tendency toward self-focused attention, Fenigstein et al. constructed the Self-Consciousness Scale, which has two factors: public self-consciousness and private self-consciousness. Th e public self-consciousness factor measures awareness of oneself as a social object; the private self-consciousness factor measures awareness of one's inner thoughts, feelings, and experiences. For example some of the items from the private self-consciousness scale include "I refl ect about myself a lot" and "I'm generally attentive to my inner feelings."
Research using the private self-consciousness scale as a measure of dispositional internal focus has demonstrated stronger eff ects of imagery for individuals high in internal focus (Petrova & Cialdini, 2005) . However, more research is needed to examine the relationship between the eff ects of imagery and internal focus and to investigate other variables that can infl uence self-focused attention and consequently the eff ects of imagery appeals. For example, manipulations of internal focus through the use of a mirror have demonstrated eff ects similar to the eff ects of private self-consciousness (Carver & Scheier, 1978) . On the other hand, it has also been suggested that chronic diff erences in internal focus and situational manipulations may have diff erent eff ects (Hull, Slone, Meteyer, & Matthews, 2002) . Th us, future research needs to examine the possible diff erential eff ects of dispositional and situationally manipulated internal focus in regard to imagery. Future research may also examine novel variables that may infl uence internal focus and consequently moderate the eff ects of imagery.
CONCLUSIONS AND DIRECTIONS FOR FUTURE RESEARCH
Imagination is more important than knowledge.
Albert Einstein
We reviewed evidence for a strategy of infl uencing consumers that, rather than providing logical arguments, draws consumers into an imagined reality that includes the product. Although imagery has long been recognized and used as a strategy of infl uence, consumer researchers have only recently started to systematically investigate the psychological mechanisms underlying its eff ects. Th e research discussed in this chapter provides important insights into the powerful eff ects of visualization on consumers' preferences and behavior. Moreover, it suggests processes that are conceptually diff erent from the psychological mechanisms traditionally studied by infl uence and persuasion researchers. Yet, more research is needed to uncover the processes through which imagery infl uences consumers and the conditions under which such eff ects occur. In the following sections we examine some possibilities for research in these directions.
What Are the Mechanisms Th rough Which Imagery Infl uences Consumers?
We reviewed several processes that are suggested to underlie the eff ects of imagery. As proposed by the availability-valence hypothesis (Kissielius & Sternthal, 1984) , when asked to imagine their experience with the product, consumers are more likely to elaborate on the product information as well as to bring to mind relevant positive or negative product information. Depending on the favorability of the information made accessible, imagery can increase or decrease product evaluations. Th e availability-valence hypothesis is consistent with many theories of consumer judgment according to which consumers make judgments by examining the implications of each piece of product information that they have available.
More recent research, however, proposes an alternative view. For example, the transportation account suggests that when consumers imagine their experience with the product, they process the information holistically. Consequently, they are less likely to be infl uenced by the favorability of the presented information (Adaval & Wyer, 1998) and the strength of the presented arguments (Escalas, 2004) . Th e imagery accessibility account (Petrova & Cialdini, 2005) further suggests that imagery creates a readily available mental image of the consumption experience. Instead of examining the favorability of the product information, consumers may base their decisions on the ease with which a mental image of having the product comes to mind. Imagery also has an eff ect on consumers' aff ective responses to the ad and the product. And fi nally, there might be more direct eff ects of mental images through an automatic link between perception and behavior.
Future research should shed more light on the processes through which imagery infl uences consumers' judgments and behavior. Future research should also examine how these processes interact and what are the direct outcomes that each of the processes is likely to infl uence. For example, the emotional response to the message and the valence of the accessible information may directly infl uence brand attitudes (Bone & Ellen, 1992) . On the other hand, if the eff ects of imagery are mediated by (a) the increased accessibility of the consumption images or (b) a direct automatic link between imagination and behavior, then imagery should have a more direct eff ect on purchase intentions (Gregory et al., 1982; Schlosser, 2003) . Some evidence for such independent eff ects of imagery on behavioral intentions comes from research by Schlosser (2003) , in which participants viewed a Web site that had either passive or interactive information about Kodak cameras. While product interactivity increased brand attitudes among participants instructed to have fun and look at whatever they considered interesting, participants who were instructed to search the Web site with the goal of fi nding something specifi c held less favorable brand attitudes when looking at the interactive site than aft er looking at the passive site. However, regardless of whether participants were searching for specifi c information or browsing the Web site for fun, they had stronger purchase intentions aft er viewing the interactive Web site. Imagery, evoked by object interactivity, had a positive eff ect on intentions even when it resulted in more negative attitudes. Th ese fi ndings suggest that, depending on the cognitive processes taking place, imagery may infl uence brand attitudes or have a direct eff ect on intentions.
Future research should examine the circumstances under which the diff erent processes are likely to take place. A promising direction for such research is the distinction between process-versus outcome-based mental simulation (Escalas & Luce, 2003 which suggests that a diff erent set of psychological processes will be activated according to whether consumers imagine the process or the outcome of using the product.
Another fruitful direction for research is to examine the role of imagery in other processes through which consumers form their preferences. Incorporating research on imagery in other domains may prove useful in understanding phenomena such as narrative persuasion, media eff ects, and social comparison processes. For instance, research on the eff ects of social comparison (Festinger, 1954) established that individuals tend to evaluate their own opinions and abilities by comparing themselves to others (Lockwood, 2002; Mills, Polivy, Herman, & Tiggemann, 2002; Mussweiler, 2003; Richins, 1991) . Th is research has further revealed that social comparison can result in contrast eff ects (in which individuals alter their judgments and expectations in a direction opposite of the comparison target) or assimilation eff ects (in which individuals changed their judgments in a direction toward the comparison target). Little is known, however, about the cognitive processes underlying these eff ects (Mussweiler, 2003) . Taking the role of imagery into account can bring valuable insights in this regard. When exposed to a comparison target, individuals may spontaneously attempt to imagine themselves in the same position. To the extent that they can easily imagine themselves in the place of the comparison target, an assimilation eff ect is likely to occur. On the other hand, when individuals experience diffi culty imagining themselves in the place of the comparison target, a contrast eff ect is likely to occur. Evidence for this possibility was provided in a series of studies (Mandel, Petrova, & Cialdini, 2006) in which business students increased their expectations for success and their luxury brand preferences when they compared themselves to a successful business student. However, they found it diffi cult to imagine themselves in the place of a successful biology major, and trying to do so reduced their expectations for success in the future.
When Does Imagery Infl uence Consumers' Judgments?
Although imagery processing can have powerful eff ects on product evaluations, our review of the existing literature reveals that such eff ects are likely to occur only under specifi c circumstances. We reviewed several factors that can undermine the eff ects of imagery: (a) individual diff erences that reduce imagery vividness and internal focus, (b) low vividness of the product information, (c) high cognitive load, and (d) low relevance of the imagined scenario to the self. Moreover, we reviewed evidence suggesting that when individuals experience diffi culty generating the suggested mental image as a result of any of these factors, imagery appeals can not only be ineff ective but can decrease the likelihood of purchasing the product. When implementing imagery appeals as a strategy of persuasion, therefore, marketers should be aware of the possibility that under some circumstances, encouraging imagining may decrease the persuasiveness of the ad.
Future research is needed to examine the circumstances under which the experience of ease or diffi culty in imagining the product experience is likely to infl uence consumers' judgments. One variable that has been demonstrated to moderate these eff ects is the extent to which consumers are likely to focus on their internal experiences. For example, although imagery fl uency had an impact on product choice for participants high in private self-consciousness, those low in private self-consciousness were equally likely to choose the product regardless of whether it was easy or diffi cult for them to imagine the product experience (Petrova & Cialdini, 2005) . Future research should examine the potential moderating role of other variables related to individuals' focus on their subjective experiences. For example, Pacini and Epstein (1999) identifi ed stable dispositional diff erences in the extent to which individuals process information experientially or analytically. Because individuals who tend to process information experientially are sensitive to their intuitions and subjective experiences (Danziger, Moran, & Rafaely, 2006; Pacini & Epstein, 1999) , it seems likely that these would be the consumers who would be most infl uenced by imagery evoking information. Th e specifi c eff ects of individuals' tendency toward an experiential or analytical style of processing, as well as the eff ects of situational factors that prime one or the other processing style, are yet to be examined.
It is also important for future research to examine the conditions under which the experience of ease or diffi culty of imagining the product experience is likely to be perceived as diagnostic (Tybout, Sternthal, Malaviya, Bakamitsos, & Park, 2005; Zhao, Hoeffl er, & Dahl, 2007) . For example, consumers may not be infl uenced by the experience of diffi culty imagining the product experience for product categories that are generally diffi cult to imagine. Th e consumers' interpretation of this experience infl uences whether the experience of fl uency will increase or decrease the likelihood of purchasing the product (Brinol, Petty, & Tormala, 2006; Unkelbach, 2006) . Th us, there may be circumstances in which the experience of ease in imagining the product experience will have a negative eff ect on judgments.
It will also be fruitful for future research to examine the eff ects of imagery for diff erent types of products. Th e existing fi ndings converge across a variety of products, such as automobiles (Burns, Biswas, & Babin, 1993; McGill & Anand, 1989) , beer (Rossiter & Percy, 1978) , apartments (Keller & McGill, 1994; McGill & Anand, 1989) , restaurants (Petrova & Cialdini, 2005) , cameras (Schlosser, 2003) , and vacations (Adval & Wyer, 1998; Krisnamurty & Sujan, 1999; Petrova & Cialdini, 2005) . However, all of these product categories have an experiential component, and the product use has been associated with positive aff ect. Although there is evidence for the eff ects of imagination on products with a greater utilitarian component, such as computers (Zhao, Hoeffl er, & Dahl, 2007) , further research is needed to examine possible diff erences in the eff ects of imagery on diff erent types of products. For example, imagery may have a diff erent eff ect with products associated with extraordinary experiences-such as skydiving, rock climbing, or river raft ing-in which consumers are looking for something beyond their imagination and some of the value of the experience comes from its unpredictable nature (Abrahams, 1968; Arnould & Price, 1993) . Furthermore, research suggests that imagery appeals may have diff erent eff ects on evaluations of new products, especially innovative products that defi ne a novel product category. Because it is typically diffi cult for consumers to imagine the use of such products, marketers may need to use diff erent ways to engage the consumers' imagery when introducing really new products (Dahl & Hoeffl er, 2004; Zhao, Hoeffl er, & Dahl, 2007) .
As is the case with most persuasion research, the majority of the studies reviewed in this chapter examined the eff ects of imagery directly aft er the presentation of the message. Th ere have been notable exceptions. For example, Gregory et al. (1982) suggested that imagining the product experience can impact purchase intentions even weeks later. Furthermore, as research by Anderson (1983) demonstrates, repeatedly imagining a scenario can increase the likelihood of performing the imagined behavior. Nevertheless, future research can examine the temporal eff ects of imagery, especially regarding imagining consumption experiences. Future research should also examine how imagery-processed information infl uences not only consumers' judgments and purchases but also other aspects of the consumption process, such as decision confi dence (Th ompson, Hamilton, & Petrova, 2007) , satisfaction (MacInnis & Price, 1990; Shiv & Huber, 2000) , and word-of-mouth (Petrova, 2007) .
